
1

Marketing on the www Marketing on the www 
How to Reach Out for New BusinessHow to Reach Out for New Business

Annie EllicottAnnie Ellicott

March 2005March 2005



2

Today’s Game PlanToday’s Game Plan
Online Branding ChallengesOnline Branding Challenges
How You Can Use the Web to Learn About How You Can Use the Web to Learn About 
CustomersCustomers
Online Branding: Identity and MessagingOnline Branding: Identity and Messaging
Successful Online Marketing Approaches:  Research Successful Online Marketing Approaches:  Research 
and Tipsand Tips

Site design 
SEO, Online Advertising and Paid listings
Email Marketing
Online Promotions

Measuring ROIMeasuring ROI
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““Affordable ResultsAffordable Results””
20 years of marketing experience 20 years of marketing experience 
across multiple categoriesacross multiple categories

McKinsey & Co, Walt Disney, Levi McKinsey & Co, Walt Disney, Levi 
Strauss & Co, Women.comStrauss & Co, Women.com

Experienced network of talent Experienced network of talent 
Solid track record and referencesSolid track record and references

“Creative and analytical, results “Creative and analytical, results 
oriented, listens well, flexible and oriented, listens well, flexible and 
adaptable, tenacious”adaptable, tenacious”
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Why are you here?Why are you here?
“How should I be 
allocating my 
marketing spend 
between online vs
offline vehicles?”

“How much 
should I be 
spending on 
search vs other 
forms of online 
advertising?”

“How do I know 
I have been 
successful?”

“How can I better 
manage my 
campaigns?”
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Internet: 4Internet: 4thth Most Used MediaMost Used Media

22%

14%

4%

3%
27%

30%

Cable TV
Internet
Newspapers
Magazines
Radio
Broadcast TV

Consumer Use by Media Type

SRI/Multimedia Mentor, Fall 2003
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Www Impact on ConsumersWww Impact on Consumers

Limited barriers Limited barriers 
to entry online to entry online 

Behavioral Behavioral 
changeschanges

A merchandising A merchandising 
leap forwardleap forward

– Comparisons are Comparisons are 
easier…and hardereasier…and harder

–– Information processing Information processing 
–– “One click away” risk “One click away” risk 
–– ClickpathsClickpaths
–– Price sensitivity and value Price sensitivity and value 
shoppingshopping

–– Depth, multiDepth, multi--faceted faceted 
involvement, interactivityinvolvement, interactivity

“45% of online consumers report that 
online information changed their brand 

perceptions”

Most impacted 
category….TRAVEL
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The The InteractiveInteractive BrandBrand
Interactive BrandsInteractive Brands
•• ParticipatoryParticipatory
•• Emotive Emotive 
•• Evolved

Traditional BrandsTraditional Brands
Communicated TO the Communicated TO the 
customercustomer
InformativeInformative
Carefully crafted and Carefully crafted and 
supported

Evolved

supported

Yankelovich Monitor: Role of Brand
Filter/timesaver 

14%

Quality 
indicator

29%Emotional 
connection

34%

Status symbol
23%



8

6 Online Branding Challenges6 Online Branding Challenges

Sizing target marketsSizing target markets
Identifying actionable consumer segmentsIdentifying actionable consumer segments
Establishing a differentiated positionEstablishing a differentiated position
Reaching your consumer segmentsReaching your consumer segments
Consistency across Consistency across touchpointstouchpoints
Moving clients from “sticky” to “loyal”Moving clients from “sticky” to “loyal”
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Sizing the MarketSizing the Market

Rafting

Adventure 
Travel 
Category

TRAVEL 
MARKET

Kayaking

Treking
Treking

Walking trips

MountaineeringLong distance 
Treks
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Identifying Consumer SegmentsIdentifying Consumer Segments
Relevant benefits

Attitudes and motivational drivers
Information sources/ buying behavior 
Profitability 

TIA/National Geo Trav Geotourist Profiles

16.3
21.1

17.6

16.122.3
19.9

21.0

19.9

Geo Saavy
Urban Sophisticates
Good Citizens
Traditionals
Wishful Thinkers
Apathetics
Outdoor Sportsmen
Self Indulgents

Broad Target Market Actionable Segments

Baby Boomers
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Customer TrackingCustomer Tracking

RFMRFM : quantitatively identify your : quantitatively identify your bestbest
customerscustomers

how recently a customer has purchased (how recently a customer has purchased (RecencyRecency))
how often he purchases (Frequency)how often he purchases (Frequency)
how much he spends (Monetary). how much he spends (Monetary). 

Asking for informationAsking for information
ClickstreamClickstream log analysis softwarelog analysis software
Database architectureDatabase architecture
Information Information vsvs datadata
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Using Consumer Using Consumer TouchpointsTouchpoints
(Inquiry)

Curiosity
(brand)

(Lead) (Client)

Drill Down
(trip)

Buy $$$

• www Search 
• Email 
• “Trusted sites”
• Referral Agents
• Directories
• Online sponsorships
• Online promotions

• Registration process
• Database structure
• Landing pages
• Reactivation plan
• Feedback loops

• Site design
• Sitemap/usability
• Messaging
• Merchandising
• Calls to action
• Search function
• Links

• Email collateral 
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Targeting Strategies  Targeting Strategies  
Offline Offline 

Sponsorships of trusted brands, eventsSponsorships of trusted brands, events
Affinity/referral relationship buildingAffinity/referral relationship building
ComarketingComarketing with relevant partnerswith relevant partners

Online Online 
SEO: Search engine optimizationSEO: Search engine optimization
Niche directories and communitiesNiche directories and communities
Email marketing to targeted listsEmail marketing to targeted lists
Community content and interactivityCommunity content and interactivity
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Driving Customer ValueDriving Customer Value
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Consistency: Developing a System   Consistency: Developing a System   
Corporate Identity (logo, tag, claims)Corporate Identity (logo, tag, claims)
Brand Positioning (value differentiation)Brand Positioning (value differentiation)
Messaging strategyMessaging strategy

ContentContent
PlatformPlatform
FrequencyFrequency

Brand look and feelBrand look and feel
PersonalityPersonality

Values/Perspective/Energy/Attitude Values/Perspective/Energy/Attitude 



Case Example: Corporate IdentityCase Example: Corporate Identity
Before:

After:

“ Leading through experience, from protected lands through 
wildlife adventures, your inspirational guide to wild Alaska”
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Messaging for ConsistencyMessaging for Consistency
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Speak to the AudienceSpeak to the Audience
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Speak to the AudienceSpeak to the Audience
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Tone and VoiceTone and Voice
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Invite ParticipationInvite Participation
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Successful Online Marketing Successful Online Marketing 
ApproachesApproaches

Site Design

Search Optimization

Online Advertising

Email Marketing do’s and don’ts

Online Promotions: why and how
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SiteSite Design TipsDesign Tips

Usability is #1Usability is #1

Communication is #2Communication is #2
Keep it simple: navigation, visuals, body contentKeep it simple: navigation, visuals, body content
Answer top 3 questions upfront (what product, why purchase Answer top 3 questions upfront (what product, why purchase 
(benefits), how to order)(benefits), how to order)
GodinGodin: “Expected, Valuable, Relevant”: “Expected, Valuable, Relevant”

Tell a story: use merchandising potential Tell a story: use merchandising potential 
HeadlinesHeadlines
ImageryImagery
DepthDepth
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Case Study: Design for UsabilityCase Study: Design for Usability
• NavigationNavigation
••8+ colors; 8+ colors; 
colorblockingcolorblocking;  ;  
flash; no visualsflash; no visuals

• Layout issuesLayout issues

• Too many Too many 
messagesmessages

• No No 
compelling calls compelling calls 
to actionto action
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Case Study: Design for UsabilityCase Study: Design for Usability

• Color palette: Color palette: 

•• ComplementaryComplementary

•• Blocking/use of Blocking/use of 
spacespace

• LayoutLayout

•• Easy navigationEasy navigation

•• Magazine/NewsMagazine/News
• MessagingMessaging

•• Clear, fewerClear, fewer

• Calls to action: clearCalls to action: clear
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Online Advertising MarketOnline Advertising Market

Search, 40%

Email , 2%

Rich Media, 8%Referrals, 2%

Display ads , 
20%

Sponsorships, 
9%

Classifieds, 
17%

Slotting fees, 
2%

IAB/Price WaterHouseCoopers, September 2004

Search grows 
share from 31% 
to 40%

Display ads 
decline but 
dollars grow 
by +30%

Q2 2004:
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Online Ad Pricing Models Online Ad Pricing Models 

Pay For 
Performance, 

39%

CPM, 44%

Hybrid, 17%

IAB/Price WaterHouseCoopers, September 2004

Pay-for-
performance 
increases 

CPM deals 
continue decline
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The  Scoop on Search The  Scoop on Search 
Biggest opportunityBiggest opportunity for “share of voice” and “share of for “share of voice” and “share of 
mind” mind” 

Most targeted and cost efficientMost targeted and cost efficient
Easiest to test and measureEasiest to test and measure

Source of 9.3% of online retail sales Source of 9.3% of online retail sales ((DoubleclickDoubleclick, E, E--Commerce Report, Q3 Commerce Report, Q3 
2004)2004)

Spending will double to $5.5 billion by 2009Spending will double to $5.5 billion by 2009
Growth rate is slowing:Growth rate is slowing:

+63% (2003), +30% (2004)…+11%  (2009)+63% (2003), +30% (2004)…+11%  (2009)
Average click price expected to rise +62% from $0.29 to Average click price expected to rise +62% from $0.29 to 
$0.47 by 2009 $0.47 by 2009 (Jupiter Research)(Jupiter Research)

Traffic to the 13 top comparison-shopping 
sites rose 22 percent for the week ending 
Nov. 20 versus last year with 50 percent of 
the sites' traffic originating from search 
engines. (Hitwise, November 24, 2004) 
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Search Engines: Market Share
S e a rch  E n g in e  G lo b a l U sag e  S h a re  

P ro p erty  M a y  2 0 0 4 N o v . 2 0 0 3 M a y  20 0 3  J a n . 2 0 0 3

G oog le  56 .4%  56 .1%  55 .2%  54 .7%  

Yahoo ! 21 .1%  21 .5%  21 .7%  22 .1%  

M S N  S ea rch  9 .2%  9 .4%  9 .6%  9 .5%  

A O L S ea rch  3 .8%  3 .7%  3 .8%  3 .7%  

Te rra  Ly co s  2 .0%  2 .3%  2 .6%  2 .8%  

A ltav is ta  1 .7%  1 .9%  2 .2%  2 .5%  

A sk  Jeeves  1 .7%  1 .6%  1 .5%  1 .5%  

S ou rce:  O neSta t 

 
 

 
 Tier 2 Engines: 
FindWhat.com, Enhance.com, Kanoodle.com, Mamma.com, 
EPilot.com
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Paid Paid vsvs OrganicOrganic
60.5% of users click on organic vs

39.5% on paid (iProspect, 2004)

36% of users are unaware of paid 
listings (Nielsen, 2003 survey)

• 65% of men 
prefer organic to 
paid and 57% of 
women

• 65% of College-
graduates 

Source: Source: iProspectiProspect, Survey Sampling International, , Survey Sampling International, WebSurveyorWebSurveyor, and , and 
Stratagem ResearchStratagem Research

50%50%50%50%AOLAOL

71.2%71.2%28.8%28.8%MSNMSN

39.2%39.2%60.8%60.8%Yahoo!Yahoo!

27.7%27.7%72.3%72.3%GoogleGoogle

PaidPaidOrganicOrganicPropertyProperty

Most Relevant Search ResultMost Relevant Search Result
(Determined by % of Search Engine Users)(Determined by % of Search Engine Users)

• 65% of fulltime 
workers

• 65% of 
frequent (4+) 
internet users

(iProspect, 2004)
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Paid Paid vsvs Free (Organic) listingsFree (Organic) listings
Paid advantagesPaid advantages

Good for:Good for:
New sitesNew sites
Tight timing situationsTight timing situations

Immediate resultsImmediate results
Can change them on a Can change them on a 
dimedime
TargetedTargeted
Pay for PerformancePay for Performance
Fully Fully Trackable

• Free advantages
– Cost
– Volume 
– Credibility

Trackable
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First page First page vsvs third page listingsthird page listings
Abandonment rates after the first pageAbandonment rates after the first page

23% leave after first few entries23% leave after first few entries
+19% after the first page+19% after the first page
+26% after page 2+26% after page 2
+15% after page 3+15% after page 3

Abandonment after page one varies by demographics:Abandonment after page one varies by demographics:
50% (60+ years old)50% (60+ years old)
44% (ages  4544% (ages  45--59)59)
38% (ages 3038% (ages 30--44)44)
44% (women)44% (women)
38% (men)38% (men)

42% 68%

iProspect, 2004
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Keywords: One word or many?Keywords: One word or many?

The majority of searches are for 3+ keyword The majority of searches are for 3+ keyword 
phrases phrases ((OneStatOneStat, July 2004), July 2004)

30% use 2 word phrases30% use 2 word phrases

27% use 3 word phrases27% use 3 word phrases

17% use 1 word phrase17% use 1 word phrase

15% use 4 word phrases15% use 4 word phrases
11% use 5+ word phrases11% use 5+ word phrases

3+ keywords convert better3+ keywords convert better
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Keyword StrategyKeyword Strategy
Set keyword targets according to where consumer is in Set keyword targets according to where consumer is in 
buying cyclebuying cycle
Identify your organic keyword search targetsIdentify your organic keyword search targets

Volume (#) depends on your strategyVolume (#) depends on your strategy
Pay more attention to what keywords convert Pay more attention to what keywords convert vsvs what your what your 
competitors are buying (competitors are buying (www.EpicSky.comwww.EpicSky.com))

Lower volume search terms show better conversion Lower volume search terms show better conversion 
traction as SE rank declinestraction as SE rank declines



37

Organic Search Optimization TipsOrganic Search Optimization Tips

Ongoing page optimization (keywords, tags, links)Ongoing page optimization (keywords, tags, links)
Use links marketing strategicallyUse links marketing strategically

Links popularity, page rank and reputationLinks popularity, page rank and reputation

Optional: MiniOptional: Mini--sites and multiple sites and multiple url’surl’s
Newsgroups, press releases, special interest directoriesNewsgroups, press releases, special interest directories
Management tips:Management tips:

Hire a specialistHire a specialist
Give consultants a roadmap Give consultants a roadmap 
OffOff--thethe--shelf products that workshelf products that work
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Paid Listings Paid Listings -- TipsTips
Identify your objective Identify your objective 

Traffic Traffic vsvs conversion conversion vsvs revenue revenue vsvs profitabilityprofitability
SERP: “Being first” is not your objective!SERP: “Being first” is not your objective!

Set a budget (max CPC for a given ROI) and monitorSet a budget (max CPC for a given ROI) and monitor
Invest in a bidInvest in a bid--management tool (Bid Rank, Atlas One Point, Send Traffic, management tool (Bid Rank, Atlas One Point, Send Traffic, 
Did It, Overture Marketing Console)Did It, Overture Marketing Console)

Test, test, test (messaging, placements, creative)Test, test, test (messaging, placements, creative)
90 day tests with m90 day tests with multiple ads and landing pages; A/B testingultiple ads and landing pages; A/B testing

TrackingTracking
Use tracking codes on your links in Overture and Use tracking codes on your links in Overture and GoogleGoogle to make them to make them 
stand out in your referring stand out in your referring urlurl reportreport
Utilize affiliate software to track conversions and sales volumeUtilize affiliate software to track conversions and sales volumes (replace s (replace 
text link with affiliate code; set up text link with affiliate code; set up ““OvertureOverture”” or or ““GoogleGoogle”” as your as your 
affiliate)affiliate)
Use separate 800# to test offline impact (phone inquiries)Use separate 800# to test offline impact (phone inquiries)
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Search: New DirectionsSearch: New Directions

MSN launched new engine in JanuaryMSN launched new engine in January
“Search Builder”,  User relevancy (timeliness of content, “Search Builder”,  User relevancy (timeliness of content, 
popularity), Local (country specific queries) “Near me”popularity), Local (country specific queries) “Near me”

Search is going vertical!Search is going vertical!
Automated Travel Comparison engines (aggregators):Automated Travel Comparison engines (aggregators):

SideStepSideStep, Kayak, , Kayak, MobissimoMobissimo and Yahoo's and Yahoo's FareChaseFareChase, , 
TravelGroove.comTravelGroove.com, , NexTag.comNexTag.com

Custom Travel Comparison engines:Custom Travel Comparison engines:
Smarter Living's Smarter Living's BookingBuddyBookingBuddy, , Travelzoo.com'sTravelzoo.com's SuperSearchSuperSearch, , 
TripAdvisor'sTripAdvisor's QuickCheckQuickCheck, , OneTimeOneTime .com .com 

Top six travel search engines held a combined Top six travel search engines held a combined 0.42%0.42% share share 
of all traffic to online travel sites of all traffic to online travel sites ((HitwiseHitwise))
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Display Advertising TrendsDisplay Advertising Trends
Square Square popupspopups still have highest still have highest clickthroughclickthrough rates rates 
CTR’sCTR’s are stable but vieware stable but view--throughsthroughs may be more may be more 
importantimportant
Emerging  trendsEmerging  trends

Contextual advertising Contextual advertising 
PopPop--undersunders (competitor searches)(competitor searches)
Rich media (flash, shockwave, video)Rich media (flash, shockwave, video)

37% of ads served37% of ads served
15% growth (Q2 to Q3 ’03)15% growth (Q2 to Q3 ’03)
5x click through rate 5x click through rate vsvs nonnon--rich media rich media 

((DoubleclickDoubleclick Q3, 2003)Q3, 2003)
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Online Ad Creative TipsOnline Ad Creative Tips
LikabilityLikability vsvs rationality rationality 
(messaging)(messaging)
Call to action Call to action vsvs image image 
advertisingadvertising
Headlines that workHeadlines that work

SecretSecret
ScandalScandal
Insider informationInsider information
Tips or TricksTips or Tricks
How to winHow to win
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Media Targeting Media Targeting vsvs CreativeCreative
10 week study by Atlas Institute revealed10 week study by Atlas Institute revealed

Conversion rates vary 6x more for media placements Conversion rates vary 6x more for media placements 
than for ad creativethan for ad creative

Media placements need to take into account both:Media placements need to take into account both:
Total ad impressionsTotal ad impressions
AND the percent of site users reached by ad (saturation level)AND the percent of site users reached by ad (saturation level)

Ad inventory placement locations across siteAd inventory placement locations across site
Surfing behavior of usersSurfing behavior of users

Goal: target optimal frequency level for ad based on site Goal: target optimal frequency level for ad based on site 
characteristics and the frequency which maximizes characteristics and the frequency which maximizes 
profitabilityprofitability
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Media Planning Trends

Conventional online ads are increasingly targeted  Conventional online ads are increasingly targeted  
62% of the time (content targeting by keyword and 62% of the time (content targeting by keyword and 
keyword indexed pages)keyword indexed pages)
GeotargetingGeotargeting is used 4% of the timeis used 4% of the time
DaypartingDayparting is used only 1% of the time is used only 1% of the time 

Peak usage: weekends for consumersPeak usage: weekends for consumers

Emerging: Behavioral targetingEmerging: Behavioral targeting
heavy heavy vsvs light userslight users
loyalistsloyalists
repeat customers repeat customers 
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Media Planning TipsMedia Planning Tips

Diversify your spend:Diversify your spend:
Destination sitesDestination sites
Convention and Visitors BureauConvention and Visitors Bureau
Mass merchant (travel eMass merchant (travel e--commerce, agents)commerce, agents)
Directories (sport/activity, categories, consumer segment)Directories (sport/activity, categories, consumer segment)
Affiliates and referral networksAffiliates and referral networks
Lifestyle sites (publishing, portals)Lifestyle sites (publishing, portals)

Niche sites take longer to accumulate reach…must do Niche sites take longer to accumulate reach…must do 
longer buy longer buy vsvs portal/directory sitesportal/directory sites
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Email Market UpdateEmail Market Update
PermissionPermission--based email metrics show improvement based email metrics show improvement 
despite concerns about spamdespite concerns about spam

Open rates increased Q2 Open rates increased Q2 vsvs Q1 ’03 (37.6% to 38.8%) Q1 ’03 (37.6% to 38.8%) 
CTR’sCTR’s increased from 7.5% to 8.3% (increased from 7.5% to 8.3% (Doubleclick, 2003Doubleclick, 2003))

43% are receiving travel related emails but 58% are 43% are receiving travel related emails but 58% are 
interested in receiving interested in receiving ((DoubleclickDoubleclick Email Email MarktingMarkting Insights 2002)Insights 2002)

Benchmark response rates for travel category Q3 2003:Benchmark response rates for travel category Q3 2003:
Opens: 44.5%Opens: 44.5%
BounceBounce--backs: 10.4%backs: 10.4%
ClickClick--throughsthroughs: 9.3%: 9.3%
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Email Market UpdateEmail Market Update
Text Text vsvs HTMLHTML

81% of emails are non81% of emails are non--text (44% html, 21% AOL, multipart text (44% html, 21% AOL, multipart 
16%) 16%) 
HTML has higher HTML has higher CTR’sCTR’s vsvs text (11.2% text (11.2% vsvs 5.6%)5.6%)

32% don’t have privacy statements on their sites32% don’t have privacy statements on their sites
58% using single or double opt in permissions; 22% use 58% using single or double opt in permissions; 22% use 
opt out only opt out only ((PrimediaPrimedia Business Research Survey, 7/2003)Business Research Survey, 7/2003)

Only 21% are renting email lists ; list performance is Only 21% are renting email lists ; list performance is 
decliningdeclining
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Email Marketing Email Marketing -- InvestmentsInvestments
Invest Time and Money:Invest Time and Money:

Copy Editing (Great Subject Lines, headlines)Copy Editing (Great Subject Lines, headlines)
EyeEye--Moving Design (contrast, blocking, fonts)Moving Design (contrast, blocking, fonts)
List TestingList Testing
Tracking performanceTracking performance

Don’t Over Invest in:Don’t Over Invest in:
Flashy GraphicsFlashy Graphics
PersonalizationPersonalization
FrequencyFrequency
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Email Marketing Email Marketing –– TipsTips
Set campaign objectives (lifecycle, message/action)Set campaign objectives (lifecycle, message/action)
Segment your listSegment your list
Design offers that resonateDesign offers that resonate
Priority of importance: “From”, Subject line, headline, Priority of importance: “From”, Subject line, headline, 
landing pagelanding page
Above the fold Above the fold bullseyebullseye (benefits, offer, call to action)(benefits, offer, call to action)

Lead the eye down the pageLead the eye down the page
Think brief and “clickableThink brief and “clickable””

Add your 800 #Add your 800 #
Polls, quizzes, and surveys increase Polls, quizzes, and surveys increase CTRsCTRs
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Email Marketing Email Marketing -- TipsTips
Outsource list managementOutsource list management
Test listsTest lists

Use a reputable brokerUse a reputable broker
CPM’sCPM’s , age of list, number of rentals, opt in conditions, age of list, number of rentals, opt in conditions

Pay based on deliveryPay based on delivery
Optimal frequency and time of day Optimal frequency and time of day 
Test, measure, test, measure, testTest, measure, test, measure, test
Clean your list!Clean your list!
The future: more filters (Outlook 2003, AOL 9.0)The future: more filters (Outlook 2003, AOL 9.0)
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Online Promotions Online Promotions 
Online promotions: list buildersOnline promotions: list builders

Sweeps versus contestsSweeps versus contests
Sales promotions (“Special Offers”)Sales promotions (“Special Offers”)
TieTie--in partner promotionsin partner promotions
Viral incentives (clients)Viral incentives (clients)

ThemesThemes
Sales cycleSales cycle
Occasion driven initiativesOccasion driven initiatives
Seasonal or Anniversary “events”Seasonal or Anniversary “events”
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Online Promotions: TipsOnline Promotions: Tips

Best PracticesBest Practices
Define your objectiveDefine your objective
Prizes which resonate with consumer segmentsPrizes which resonate with consumer segments
Offline to online integrationOffline to online integration

Get preparedGet prepared
Contest rules postedContest rules posted
Cross sell using icons, newsletters, DM, bannersCross sell using icons, newsletters, DM, banners
Landing page designLanding page design
Marketing campaign: promote the promotionMarketing campaign: promote the promotion
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Case Studies: Case Studies: Women.comWomen.com

E! Entertainment produced TV spots E! Entertainment produced TV spots 
driving viewers to realdriving viewers to real--time quiz on time quiz on 
Women.comWomen.com that went live  following the E! that went live  following the E! 
Entertainment Oscar’s Red Carpet PreEntertainment Oscar’s Red Carpet Pre--Show Show 
(Joan and Melissa Rivers)(Joan and Melissa Rivers)

E! Online and E! Online and Women.comWomen.com jointly jointly 
promoted quiz and sweeps (Hollywood promoted quiz and sweeps (Hollywood 
makeover)makeover)

50% increase in HP traffic; 5k entrants; PR!50% increase in HP traffic; 5k entrants; PR!

March 26

Red Carpet Quiz with SweepsRed Carpet Quiz with Sweeps: Tie 
in with E! Entertainment
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Seasonal PromotionsSeasonal Promotions

Editorial: “Editorial: “A Celebration of Motherhood”A Celebration of Motherhood”
Women.comWomen.com celebrates celebrates every every Mom Mom -- married, single, married, single, 
working, stay at home, stepmoms, new moms, grandmasworking, stay at home, stepmoms, new moms, grandmas

Promotion: Promotion: “Make Your Mom’s Dream Come True!”“Make Your Mom’s Dream Come True!”
Benefit: Help your Mom balance the stress of home and Benefit: Help your Mom balance the stress of home and 
work work 

Give the biggest gift of all to mom: Give the biggest gift of all to mom: 
$5,000 cash prize for the mother’s choice of “dream”$5,000 cash prize for the mother’s choice of “dream”

Published details on the site once mom chose how to Published details on the site once mom chose how to 
spend winnings      spend winnings      

Mother’s Day Dreams SweepsMother’s Day Dreams Sweeps
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Case Study: Promoting the PromotionCase Study: Promoting the Promotion

Contest:

Best Holiday 
Cookie Recipe

(seasonally 
relevant)

Grand Prize: Trip to 
the Culinary Institute 
of America 

(prize which was of high interest 
to target audience; high value)
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Print  Ads Drive EntryPrint  Ads Drive Entry

• San Francisco 
Chronicle-Examiner 

• Houston Chronicle

• San Antonio 
Express News

• Albany Times 
Union

10% of entrants
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Free Stuff and 
Promotions
Sections    

Homepage

CrossCross--Sell Across Your SiteSell Across Your Site

Membership Area 
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Email Marketing Calls to ActionEmail Marketing Calls to Action

Food News

Women.com Member

Free Stuff

Travel

** Examples of html newsletter placements - not all newsletters are represented
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Online Advertising to Expand ReachOnline Advertising to Expand Reach

Off-site Banners:

On site Banners:
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Viral IncentivesViral Incentives

Viral Marketing results:Viral Marketing results:
38% of entrants referred another 38% of entrants referred another 

60% to the contest60% to the contest

44% of referrals clicked through44% of referrals clicked through
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ROI MeasurementROI Measurement
44% of marketers don’t currently measure the ROI of their promot44% of marketers don’t currently measure the ROI of their promotions…but 70% plan ions…but 70% plan 
to put on a higher priority to put on a higher priority 

(DMA 2003 Promotions Trends Study)(DMA 2003 Promotions Trends Study)

One of your first not one of your last stepsOne of your first not one of your last steps
What drives revenue and profit might be different What drives revenue and profit might be different 
than what drives trafficthan what drives traffic
ROI is relative (to the operator, to the type of ROI is relative (to the operator, to the type of 
vehicle/campaign objective and varies over time)vehicle/campaign objective and varies over time)
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DMA 2003 Response Rate StudyDMA 2003 Response Rate Study

$0.00
$2.00
$4.00
$6.00
$8.00

$10.00
$12.00
$14.00
$16.00

 Rev Per
Contact

 Promo Cost
Per Contact

   Response
Rates

ROI Index

Relative ROI by Vehicle

E-Mail
DRTV 
Inserts 
Direct Mail 
Catalog 
Telephone 
Magazine 
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Metrics that MatterMetrics that Matter

Inquiry rates…to conversion ratesInquiry rates…to conversion rates
Media effectiveness (reach, frequency, duration)Media effectiveness (reach, frequency, duration)
Offer response (Opens to click Offer response (Opens to click throughsthroughs) ) 
Creative effectiveness (recall, messaging tests)Creative effectiveness (recall, messaging tests)
Cost per acquisitionCost per acquisition
Total marketing cost per trip and per clientTotal marketing cost per trip and per client
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is here to help!is here to help!
LeapUpLeapUp areas of expertise:areas of expertise:

Competitor and Customer Market ResearchCompetitor and Customer Market Research

Messaging StrategiesMessaging Strategies

Site Evaluations, Search OptimizationSite Evaluations, Search Optimization

Email Marketing &  Online Promotions  Email Marketing &  Online Promotions  

OnOn--call advice… to project managementcall advice… to project management

Just an email away: annie@leapup.com

Call anytime! 415-563-6250
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